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Penelitian ini bertujuan untuk (1) menganalisis pengaruh antara functional value, (2) 
emotional value (3) social value, (4) brand identification terhadap (5) brand loyalty, (6) peran 
mediasi dari satisfaction pada hubungan antara consumer value dan brand identification pada 
brand loyalty. 
 
  Populasi dalam penelitian ini adalah masyarakat umum di Surakarta. Sampel yang 
digunakan dalam penelitian ini masing-masing sebanyak 155 orang. Teknik pengambilan 
sampel menggunakan metode purposive sampling. Pengujian hipotesis dalam penelitian ini 
menggunakan Stuctural Equation Modeling (SEM) dengan bantuan program Partial Least 
Square (PLS). Pengujian mediasi dalam penelitian ini menggunakan penghitungan rumus 
Sobel Test. 
 
Hasil penelitian menunjukkan bahwa functional value, dan brand identification, 
berpengaruh positif dan signifikan pada satisfaction, satisfaction berpengaruh positif dan 
signifikan pada brand loyalty, satisfaction memediasi penuh hubungan antara functional value, 
emotional value, social value, dan brand identification pada brand loyalty. 
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THE ANALYSIS EFFECT OF CONSUMER VALUE AND BRAND IDENTIFICATION TO 
BRAND LOYALTY 









The objective of the research is to (1) analyze on the effect of the value  of functional, 
(2) emotional value, (3) social value, (4) brand identification to (5) brand loyalty, (6) mediation 
role of satisfaction on the relation of consumer value and brand identification to brand loyalty.  
 
The population of the research is the citizen of Surakarta. The sample for the research 
is 155 samples. The technique of collecting data was used purposive sampling method. The 
hypothesis was tested by using structural Equation Modeling (SEM) with Partial Least Square 
(PLS) Program. The mediation testing of the research was calculated by using Sobel Test 
formula.  
 
The result showed that the functional value and brand identification effected positive 
significantly on satisfaction. Satisfaction effected positive significantly on brand loyalty, 
satisfaction mediated on relations of functional value, social value, and brand identification to 
brand loyalty. 
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